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the front office level, seeking to implement a new step in the
process giving the experience of using the channel, it is
necessary to be able to add a POS for the physical shopping
experience and a digital purchase sample(eCommerce) at the
end of the sales flow, that is after optimizing times and
operations that arenot necessary for this alternative channel.

At the Backoffice level, a development must be carried out
and implemented that these physical and digital purchases
provide only an experience and do not have to use their own
money to understand how the process works,in this way the
client is not afraid to test since they would be using play
money.

All this must be implemented under the guidelines of poka
yoke since it will be used for the shopping experience clearly
made on the platform, but it must not be part of any error or
flow outside the bank's establishments. Likewise, this process
must be involved and standardized in all the agencies that
enjoy this new functionality on the platforms, to be able to
evaluate the result of how the client is assimilating the use of
the channels once they leave the agency.

Subsequently, a physical and digital marketing service will
be designed with the implementation of jalavistas, totems and
guides both at the level of the website and in the same
agencies to be able to comply with the customer's attention,
as well as give greater emphasis on how transactionality

brings tangible benefits in one of the value-added cards,
which in this case is the accumulation of LATAM miles that
will allow you to redeem flights or other products without the
need to make extra purchases, just by using a channel that
benefits them as consumers and the bank as a company.
Several means in which we can support ourselves are
programs such as the ABC of banking, segmented and
targeted security campaigns with a segmentation behind,
among others.

For the Marketing front, a survey will be designed to
collect information on the interests and opinions of
cardholders on the benefits provided by their debit card.

After this, said survey will be distributed to a target
audience located in Lima, Peru.

3) Phase3

In this last component, a simulation will be carried out
applying the previously designed improvements. Once the
results are obtained, they will be compared with the initial
KPIs, and it will be determined if there is indeed an
improvement in the use of debit cards.

Furthermore, the results obtained in the survey will be
analyzed to compare it with the information obtained from
the literature and determine the marketing strategies that
should be used to encourage the use of debit cards.

Fig. 1. General View of the model lean service-digital marketing.

Fig. 2. Proposed model.

A. Indicators

The indicators that we will establish to monitor the results
of our implementation will be the following:

1) KPI1

# of clients who tries the new experience

<100

# of clients who adquier a Debit Card
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Percent of clients that have experienced the new model of
selling. Will be used to track and make sure to improve this
number to show our clients all the channels where they can
make his payments.

2) KPI2

# of clients using physical channels

# of clients who adquier a Debit Card in the new platform
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Percent of clients who, when going through the new sales
experience, chose to make physical payments.

3) KPI3

# of clients using digital channels

~ # of clients that get a debit card on the new platform >100
Percent of clients who, when going through the new sales
experience, chose to make digital payments

4) KPI4

_ Numbers of cards been used in the moth
B stock of debit cards

<100

Percent of active debit cards. This indicator will show us
how the use of the debit cards sold evolves with respect to the
stock. This new selling process should increase constantly
month by month.

IV. VALIDATION

A. Initial Diagnosis

When analyzing the current situation of the company, we
can identify that the main problem is that debit cards are the
profitability that this is bringing to the entity. The actual cost
effectiveness is 48.3%, whose improvement will impact new
incomes of 370k PEN monthly. The main causes are the little
use of physical (POS) and / or digital (Ecommerce) channels
to make purchases, as well as the few incentives and lack of
tangible benefits that motivate their use.

B. \Validation Design and Comparison

To validate and carry out the simulation, certain inputs
must be requested from the financial institution to implement
the three proposed components.

Component I: It is necessary to have a general view of how
the sales force sees this problem, in our case 100% agree that
the best-selling product is debit cards and more than 70%
consider that they do not have the necessary tools to
adequately teach the client on how to transact. Likewise, it
was detected that the takt time of sale of the cards is 58
minutes, whose current sales process only covers 21 minutes,
less than 50%, time that could be used to add new
standardized sales processes to be able to give knowledge
necessary to customers and explore the purchase in physical
and digital channels.

Component Il: Regarding the design, it is important that at
the backoffice level there are indicators in systems to carry
out the respective monitoring, such as providing cards with
sufficient balance to carry out transactions. On the front
office side, also have the POS for physical purchases and a
web platform that simulates virtual shopping.

Component Ill: Regarding the implementation, it is
important to have detailed what the advisor will say at the
time of purchase, 5 stages are added that together add 20
minutes, which does not exceed the takt time of sale of the
product, so we seek that In this way, the monthly sales
volume is not impacted and thus be able to provide an
improved product acquisition experience and with enough
tools and information to bring a greater flow of income to the
bank.
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C. Improvement Simulation

To carry out the analysis and impact of the applied tools,
the simulation modeled in Arena was designed to model how
the new processes would impact the sales procedure, the cost
benefit of which would be rewarded by the profitability of the
cards in exchange for the customer service time and clients
served on a day-to-day basis by agencies.

TABLEII. GENERAL INDICATORS RESULTS
KPI number Expected results Proposed model
1 27.6% 33.3%
2 60% 72.50%
3 15% 18.13%
4 38% 38.91%

Although the number of cards sold would be negatively
affected, the effectiveness of sales with respect to the
profitability that one brings would be positive, since the
customer's profile, after a purchase experience and training,
would bring with it an average monthly ticket that would
generate income directly to the bank

D. Marketing Strategy

For the marketing front, a survey was conducted with a
target audience of 100 people over 18 years of age from Lima
Metropolitan Area.

To filter the information, 2 filter questions were posed,
which would allow us to obtain more truthful information by
separating those who do not have a debit card, as well as those
who have recently worked in a financial institution.

After this, a population of 81 people was obtained who
completed the survey in its entirety.

From this population, the following information relevant to
our research was obtained.

48.1% of cardholders do not perceive any benefit when
using their Debit Card.

The main motivations of those people who do find benefits
when using their debit card are discounts, convenience by not
carrying cash and security when transacting.

Of all those surveyed, 87.7% commented that the
frequency of use of their debit card is influenced by the
benefits provided.

Currently, 28.4% of users do not know the benefits of their
debit card.

The email channel is currently the most used to find out
about the benefits of RD (42%)

A clear preference was shown to find out about the benefits
of the DR through the App of the bank and social networks.

When consulting the respondents about what benefit they
would like to obtain for using their debit card, 54.3% chose
discounts while 27.2% chose Travel Miles.

V. CONCLUSION

The model was shown to improve card profitability by
almost 3%, allowing the company to generate higher
revenues.

Likewise, the user experience and tangible benefits are
driving forces for the use of these products, so they should
not be ignored.

In the future, it is important to optimize these processes,
since although higher revenues are obtained, the amount is
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affected by the time of the new processes.
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